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Rough Proofs 


“Charles Dana Gibson Sells His In- 
terest in Life.” 

Well, anyhow, he didn’t lose it, re- 
marks Jules B. Singer. 


~ VT F 


The slogan for the 1932 Electrolux 
campaign is “Find the buyer.” That’s 
the modern sales manager’s transla- 
tion of “Cherchez la femme.” 


a: 


In its current advertising Stude- 
baker has recognized the importance 
of boys in deciding the purchase of 
automobiles. And they can make a 
big hit with dads by urging the boy 
to let the old man use the new car 
once in a while. 


> i | 


After viewing the “robust art” with 
which Herbert Reese portrays Cleo- 
patra for the American Cigar Com- 
pany, it’s in order to wonder why 
these illustrations weren’t captured 
for Egyptian Deities. 


, ¢ 


Gillette has been “forgiven” for 
poor blades and is now selling more 
ef the new ones than ever. There 
must be joy on earth as well as in 
heaven over the sinner brought to 
repentance. 


, OD Am. 


President Hoover used to be an ad- 
vocate of simplification, but now 
there’s a Committee on Unemploy- 
ment Plans and Suggestions of the 
President’s Organization on Unem- 
ployment Relief. 
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The Linit package of the Corn 
Products Refining Company was ad- 
judged best at the Chicago packag- 
ing exposition. Now all that remains 
is for the public to confirm the ver- 
dict of the jury. 
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The experts at the Chicago show 
decided that every package must have 
s.a. But they didn’t mean what you 
think—it’s shelf-appeal. 


Meat consumption increased in 
1931, the Department of Commerce 
has announced. But the pessimists 
insist that it must all have been lean. 
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The official song of the electric re- 
frigeration industry is “Maryland, My 
Maryland.” All the old state did was 
to sell 152.5 per cent of its refrigera- 
tor quota for 1931. 
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Hoard’s Dairyman is conducting its 
second annual cow-judging contest 
for advertising men. They may not 
be so expert at judging cows, but 
when it comes to bull— 
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The best line of the year, by 
R. H. L., appeared in the Chicago 
Tribune: 

“God help the poor—the rich can 
commit suicide.” 
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“Milwaukee’s buying power is li- 
quid.” 
So we've always heard. 
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Sign of returning prosperity: You 
can now spend up to twenty cents in 
Woolworth’s. 

Copy Crp. 


Buick Spends Million Dollars in Week— 
Fight Against Sales Tax Gathers Force 


CONCENTRATES 
EFFORT BEHIND 
ITS $995 SEDAN 


Plymouth to ‘‘Declare War’’ 
on April 3 


Detroit, Mich., March 18.—‘‘Don’t 
buy any car until you see Buick’s 
3500-lb. $995 sedan.” 


The Buick Motor Company spent a 
million dollars this week to banish 
the popular illusion that this Gen- 
eral Motors unit builds cars only in 
the $1,500 class. This terse slogan 
was its mighty bid for the popular 
price car business. 


On the heels of a teaser program 
Sunday over an N. B. C. hook-up 
came four-color spreads in The Liter- 
ary Digest and Saturday Evening 
Post. More than 2,000 newspapers 
carried half-pages or smaller copy. 
The slogan bloomed on _ outdoor 
panels in every city in the country 
with 5,000 or more population. 

Full pages in Collier’s and Time 
and an extensive farm list, tell the 
same story. Successful Farming, 
Hoard’s Dairyman, Capper’s Farmer 
and Breeder’s Gazette are included in 
the farm schedule. 

Telegrams containing the same 
admonition were delivered to 1,600,- 
000 prospects by Western Union boys. 
Western Union messengers will de- 
liver illustrated booklets to the same 
families next week, giving a brief 
sales talk at the same time. The 
hand-picked list includes present and 
former owners of Buicks and present 
owners of low-price cars. 

Emerson J. Poag, in charge of 
Buick advertising, reported a_ tre- 
mendous consumer response to the 
campaign, planned by the Campbell- 
Ewald Company. 


Plymouth’s Campaign 


Plymouth Motor Corporation passed 
out the word that it will declare war 
April 3, after a preliminary barrage 
March 27. The hostilities will be 
directed at vibration with new, larger 
and more powerful models. fea- 
turing floating power. Newspapers 
will open the campaign, copy quoting 
prices “as low as $495,” and giving 
Walter P. Chrysler’s personal assur- 
ance of beauty and quality. 

Though newspapers will get the 
lion’s share of the appropriation, The 
American Weekly, magazines, farm 
papers, radio, direct mail and out- 
door will be used. 

The “war” motif will be exploited 
in a four-page newspaper extra 
printed in color, to be distributed byw 
dealers. A new idea in window 
trims for dealers will be the use of 
red cellophane. A cellophane an- 
nouncement in six brilliant colors 
will follow. Bright yellow display 
sedans will roam the streets during 
the period. 

Spot broadcasts will be used the 
week of March 27 to whet curiosity. 
Florenz Ziegfeld will glorify Ply- 


(Continued on Page 12) 


Ranges 


New York, March 18.—With the J. 
Walter Thompson Company in 
charge, the National Electric Light 
Association has announced plans for 
a three-year campaign for electric 
ranges. About $200,000 will be spent 
in magazines the first year, with 
newspapers getting about $1,000,000. 
A considerably larger sum will be 
spent in the next two years. 

The campaign, to be underwritten 
jointly by the N. E. L. A. and the 
National Electrical Manufacturers 
Association, should not be confused 
with the advertising of the electric 
range section of the N. E. M. A. led 
by the Edison General Electric Ap- 
pliance Co., Chicago, which is al- 
ready under way on an even grander 
scale. Maxon, Inc., is in charge here. 

Those co-operating in this cam- 


paign, besides Edison G-E, are 
Electromaster, Inc., Detroit; Estate 
Stove Co., Hamilton, O., Landers, 
Frary & Clark, New Britain, 
Conn.; A.:J. Lindemann & Hover- 
son, Milwaukee; Malleable Iron 
Range Co., Beaver Dam, Wis.; 
Walker & Pratt Mfg. Co., Boston; 


Westinghouse Electric & Mfg. Co., 
Mansfield, O. 

The National Electric Cookery 
Council, formed to sponsor the 
new campaign, deplores the “prema- 
ture and unauthorized publicity” 
which has caused some qualms in 
the gas industry. William H. Hodge, 
vice-president in charge of sales and 
advertising for the Byllesby Engi- 
neering & Management Corp., Chi- 
cago, said statements indicating any- 
thing in the nature of a competitive 
attack on the gas industry are un- 
founded. 

However, publicity of this type 
continued to emanate from New 


Second Three-Year 
Drive for Electric 


Starts Soon 


CAMPAIGN LEADER 


W. H. Hodge, Chicago, vice-chair- 
man of new National Electric 
Cookery Council. 


York, a number of newspapers print- 
ing a story under a March 14 date- 
line, which began: 

“War between electric power and 
gas companies for control of the 
home cooking fuel market is fore- 
cast by plans of the National Elec- 
tric Manufacturers Association. . .” 

The executive committee of the 
new National Electric Cookery Coun- 
cil has adopted a resolution disclaim- 
ing any intention of injuring the 
gas business, outside of its avowed 

(Continued on Page 12) 


Last Minute 


publishers, the technical advertising 


eight years in California. 


New York, March 18.—Harry E. 


years old. 


16,568,118 in January. 


pany is specifying a 15 per cent discount from the gross rate. 
lishers are reported to have returned the contracts. 

“In these days it is vital that we secure the lowest rate you are billing 
anybody for space,” wrote Fred R. Davis, technical space buyer. 


News Flashes 


General Electric Demands Net Rate 


Schenectady, N. Y., March 18.—In sending contracts to business paper 


department of General Electric Com- 
Many pub- 


Graham Returns to Coleman Lamp 
Wichita, Kan., March 18.—John H. Graham, former advertising mana- 
ger of the Coleman Lamp and Stove Co., has returned to that post after 


Lesan Agency Chief Dies Suddenly 


Lesan, President of the H. E. Lesan 


Advertising Agency, dropped dead here this morning; he was about 65 


National Lineage in Newspapers Gains 
New York, March 18.—The New York Evening Post fixes national 
lineage in 117 newspapers in February at 17,391,962, compared with 


OPPOSITION TO 
REVENUE BILL 
IS VOCIFEROUS 


Substitute Measure Taxes 
Broadcasting 


Washington, D. C., March 18.— 
Rumblings of dissatisfaction against 
the proposed sales tax as a means of 
balancing the Federal budget broke 
into a terrific storm this week, with 
business apparently being backed by 
labor and agriculture against the 
measure. 

At New York, The Business Week 
flayed the sales tax in no uncertain 
terms. 

William Green, president of the 
American Federation of Labor, said 
he would call upon all friends of or- 
ganized labor to fight the sales tax, 
in spite of the exemption of canned 
foods and other edibles from its pro- 
visions. 

Fred Brenckman, of the National 
Grange, said the sales tax meets the 
“unqualified disapproval of the 27,- 
000,000 people upon the country’s 
farms.” 

The revenue bill of 1932 provides 
for a sales tax of 21, percent on man- 
ufactured goods, effective 30 days 
after enactment. Exemptions orig- 
inally numbered 24, but were in- 
creased to about 30. 

Senator Borah said heretofore taxes 
have been levied according to ability 
to pay, while “this sales tax is levied 
on inability to pay.” 

The automobile industry is largely 
against the sales tax, one spokesman 
saying: 

“Motorists today pay the highest 
non-luxury tax ever imposed in this 
country. Any increase will make the 
cost of motor transportation pro- 
hibitive.” 

Representative La Guardia, of New 
York City, has offered a substitute 
for the sales tax. It taxes radio ad- 
vertising 5 per cent of its gross re- 
ceipts; taxes cosmetics and perfumes 
5 per cent at retail; and adds $68,- 
000,000 to automobile taxes. 

At New York, the committee on 
taxation of the Merchants’ Associa- 
tion held a public hearing, 11 of 13 
speakers condemning the new rev- 
enue bill. “Economic insanity” was 
one speaker’s appraisal. 

Others said the sales tax will force 
Iany small manufacturers out of 
business and cut consumer buying 
power. 

The St. Louis Chamber of Com- 
merce voted against the sales tax 
43 to 8 March 15, asserting pyramid- 
ing would increase the tax to 6 per 
cent in many cases. 


Lambasts Sales Tax 


New York, March 18.—‘Fiscal sui- 
cide” expresses the opinion of The 
Business Week of the manufacturers’ 
sales tax now being debated in Con- 
gress as a means of balancing the 
budget. 

“The central problem of prosperity 
in every advanced industrial nation 
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is now the expansion of consumer 
purchasing power in proportion to 
the increase in productive capacity,” 
said The Business Week editorially. 

“General consumption or turnover 
taxes bear most heavily upon people 
of small incomes who spend all of 
them for most of the goods and serv- 
ices that our industrial system pro- 
duces and tries to sell. They divert 
purchasing power from consumption 
to investment and then destroy the 
value of the investment because the 
product cannot be sold.” 


The Last Resort 


The Business Week quoted Selig- 
man, tax authority, as saying “a sales 
tax is the last resort of countries 
which find themselves in such diffi- 
culties that they must subordinate 
all other principles of taxation to the 
one of adequacy,” and commented: 

“But even the desperate principle 
of adequacy is no excuse for resort- 
ing to a general sales tax. If it were 
considered necessary to raise new 
revenue by increased excise taxes, 
and the Democrats were unwilling to 
adopt the Treasury’s plan, it would 
have been more consistent to have 
suggested a stiff excise tax on beer 
and light wines, under a modified 
Volstead Act, with moderate taxes or 
tariffs on tea and coffee, which are 
not produced in this country.” 


Representatives Again 
Hosts to Agencies 


Erwin, Wasey & Co., H. W. Kastor 
& Sons Advertising Company and the 
Caples Company were guests of the 
Newspaper Representatives of Chi- 
cago March 15. 

This was the third in a series of 
joint meetiags sponsored by the 
newspaper men. 


C. E. Huson Dies 


C. E. Huson, office manager for the 
Philadelphia branch of Doremus & 
¥ died March 12. He was 33 years 
r) 


Fight Exclusive Contracts 

The State of North Carolina has 
instituted suit. to restrain six oil 
companies from operating under ex- 
clusive sales contracts with service 
stations. 


ST. LOUIS, NEW 
ORLEANS AGENTS 
TO LIQUIDATE 


St. Louis, Mo., March 18.—Edward 
Beecher, president, and Joseph A. 
Maxwell and Algernon S. Cale, vice- 
presidents of Beecher-Cale-Maxwell, 
Inc., have joined the Gardner Adver- 
tising Company. 

Mr. Beecher has become vice- 
president of Gardner, while Messrs. 
Maxwell and Cale are account execu- 
tives. 

Mr. Beecher said the offices of 
Beecher-Cale-Maxwell, Inc., “will be 
open for awhile.” 


Chambers Suspends 


New Orleans, La., March 18.— 
While the Chambers Agency, Inc., 
is liquidating, some of its officers 
bave formed Stone, Stevens and Lill, 
with offices in the Whitney Bank 
Building. 

Roger T. Stone, secretary-treasurer 
of the Chambers Agency, is president 
of the new organization. Capt. 
Lawrence H. Stevens, general man- 
ager of the Chambers Agency, will 
have the same title with Stone, 
Stevens and Lill. 

H. I. Lill, vice-president of the 
Chambers Agency, is another prin- 
cipal in the new venture. Coryell 
McKinney will be _ secretary-treas- 
urer. Miss Margot Burvant, space 
buyer for the Chambers Agency, will 
perform the same function for Stone, 
Stevens and Lill. 


Close Louisville Office 


Louisville, Ky., March 18.—While 
the Louisville office of the Chambers 
Agency has closed, Morton Caldwell, 
vice-president in charge and Bruce 
Farson, manager, will continue in 
business, either as a new agency or 
the branch of some _ established 
agency, they announced. 

Temporary offices have been taken 
at 1190 Starks Building. 


TYPOGRAPHY THAT 


It is important to know whether 
or not your advertising typogra- 
pher is skillful, competent. If he 
is a member of the A. T. A‘, you 
can be sure he is an able typog- 
rapher, an unprejudiced counse- 
lor. His equipment is of the best. 
He will suggest attractive type 
faces that invite reading; those 
that tell facts, fast. And, above 
all, his product will be sold to 


you at fair and square prices. 


Advertising Typographers 
of America 


%&Members are located in Boston, Chicago, Dallas, Denver, Detroit, 
Indianapolis, New York, Philadelphia, Pittsburgh and Toronto, Can., 
with National Headquarters at 461 Eighth Avenue in New York City 


SETS UP AN IDEAL 


PROTECT BRAND 


$500 


REWARD 


“PAPER GUARANTEED MADE IN IRELAND 
BY SWIFT BROOK PAPER MILLS LTD.” 


“PAPER GUARANTEED MADE IN CO. DUBLIN 
BY SWIFT BROOK PAPER MILLS LTD.” 


Philip O' Reilly. 
Selecstor. 

19 St. Andrew Street, 
Dublin, 1. FS. 
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Dorland International, New York, 
placed this interesting copy in the 
Paper Industry, Chicago. 


COVER AGENCY 
RECOGNITION IN 
NEW DOCUMENT 


New York, March 18.—Edgar Ko- 
bak, vice-president and general sales 
manager of the McGraw-Hill, Pub- 
lishing Co., has announced new rules 
governing recognition of advertising 
agencies. They read as follows: 

“1. We require that any advertis- 
ing agency desiring recognition fur- 
nish our company sufficient informa- 
tion of its financial condition to 
satisfy our credit requirements. 

“2. We require that the agency 
shall be independent and in a posi- 
tion properly to serve its client and 
our company without bias. 

“3. We require that the agency 
must be free from ownership, either 
direct or indirect, by either client 
or publisher. 

“4. We require that the agency 
retain the full commission, or its 
equivalent, paid by our company and 
furnish us, upon request, satisfac- 
tory evidence that this has been 
done.” 

“Only advertising agencies which 
meet these requirements are entitled 
to recognition by the McGraw-Hill 
Publishing Company. 


Plan Credit Standard 


“We will allow such agencies a 
commission on business placed with 
us as indicated on the individual rate 
card of these four publications only: 
The Business Week, Management 
Methods, Factory & Industrial Man- 
agement, Aviation. 

“We retain the right to withdraw 
recognition at any time when any of 
the above principles are violated. 
Clauses 2, 3 and 4 do not refer to 
publications that do not grant com- 
missions. Plans are also under way 
to develop a more rigid credit stand- 
ard for agencies. This new require- 
ment will be announced shortly.” 

The company also reserves the 
right to censor copy and to determine 
whether it is correctly addressed to 
the industry served by the publica- 
tion for which the advertisement is 
scheduled. 

McGraw-Hill recently adopted the 
policy of charging for preparation of 
advertising copy. 


Agency for Pitts 
F. S. Pitts Co., New England dis- 
tributor for Majestic refrigerators, 


has appointed Badger and Browning, 
Boston. 


Coupe Leaves Agency 

Frank J. Coupe has resigned as 
vice-president of Redfield-Coupe, Inc., 
New York, to head a sales division 
of the Norge Refrigerator Co. 


Defeat Utility Bill 
The Mississippi bill prohibiting 


merchandising by utilities failed to 
pass the Senate. 


Goldberg Wit 
Adds Spice to 
Old Gold Copy 


New York, March 18.—A series of 
comic-strip advertisements drawn by 
Rube Goldberg for Old Gold cig- 
arettes has met with eminent suc- 
cess in the cities where it has 
already appeared. Lennen & Mitchell, 
who handle the Lorillard account, 
have expressed great. satisfaction 
with the first public reaction to this 
newest of humorous campaigns. 

The new series, which depicts peo- 
ple telling the horrible truth under 
the heading “Let’s Be Frank!”, will 
run concurrently with the Old Gold 
poetry campaign begun in January. 
Present plans call for twenty differ- 
ent advertisements in the comic cam- 
paign, all to be done by Goldberg, 
through the Talent Bureau of the Mc- 
Naught Syndicate, Inc., New York. 
The ideas are a mixture of Goldberg 
and Lennen & Mitchell. 

New York and Chicago newspapers 
were the first to receive the new ad- 
vertisements, but present indications 
are that they will eventually be 
placed in the entire list of 1,200 
papers carrying Lorillard copy. 


Take Up Market 
on Each Call, 


Hext Suggests 


Cincinnati, O., March 18.—Discus- 
sion of one or two different markets 
on each call is recommended by R. G. 
Hext, space buyer of the Procter & 
Collier Company, for the newspaper 
representative with a list of papers. 

“I have been much interested in 
the comments published by ADVER- 
TISING AGE on newspapers’ contacts 
with agency space buyers,” said Mr. 
Hext. 

“We are called on at least once a 
month by most of the newspaper 
representatives. Too many of them 
fail to give a comprehensive story 
of their individual papers. 

“It seems to me that a practical 
method of meeting the situation 
would be to have the representative, 
after checking accounts he is inter- 
ested in, take up one or two special 
markets on each call, so that in the 
course of a reasonable period, he 
will have -presented the details on 
each one of his publications. 

“This would be helpful to the 
agency and would result in a much 
better understanding of what the 
representative and his publications 
have to offer the advertiser.” 


New York Club 
Will Elect May 10 


The Advertising Club of New York 
has appointed a nominating commit- 
tee for the annual meeting May 10. 

Members are Stanley E. Gunnison, 
Edward J. Hegarty, Martin J. Beirn, 
Allen H. Seed, Jr., William J. De- 
laney, Leonard Dreyfuss, and Alfred 
L. Freden. 


Three for Vars 


Three advertisers have placed 
their accounts with Addison Vars, 
Inc., Buffalo. They are Divine Bros. 
Co., Utica, metal finishing equip- 
ment; Titanium Alloy Mfg. Co., iron 
and steel and ceramics divisions; 
Embossing Co., Albany. Trade papers 
and direct mail will be used by all. 


Three Join Club 


New members of the Women’s 
Advertising Club of Chicago are 
Louisa C. Amundson, Holland Amer- 
ica Line; Gertrude Byrne, George 
McKittrick & Co.; Mrs. Mildred 
Street, Commercial Publicity, Inc. 


Gilroy with Katz 


Foster Gilroy, former editor of 
Puck, and for many years assistant 
advertising director of the New 
York World, has joined the Joseph 
Katz Co., New York, in charge of 
merchandising. 


“Tribune” to Ayer 
The Chicago Tribune has placed 
its advertising with the Chicago 
office of N. W.-Ayer & Son. 


CAMPAIGN FOR 
VITAMIN DIS 
HELD SUCCESS 


St. Louis, Mo., March 18.—The $2,- 
000,000 campaign of the General Bak- 
ing Co., featuring the rare “sun- 
shine” vitamin D in its Bond Bread, 
has aroused the deep and sympa- 
thetic attention of employers, educa- 
tors, and a host of others, Clarke A. 
Richards, of the company’s research 
organization, told the Advertising 
Club of St. Louis Tuesday. 

Mr. ‘Richards brought the Lind- 
bergh kidnaping case into his address 
when he commented on “Viasterol, 
14 drops daily,” included in the pub- 
lished diet of the missing child. 
This is the form in which Vitamin 
D is added to the shortening of 
Bond Bread, he said. 

“We are getting hundreds of 
pledges from employers, interested 
in preventing loss of time by work- 
ers, to insist on the use of Bond 
bread,” said Mr. Richards. 

The $35,000 contest, which closes 
May 9, hag been helpful in putting 
over the company’s sensational story, 
he said. A booklet explains the 
origin of Bond Bread and Vitamin D 
in detail, and the entry blank is 
merely a written examination on the 
facts given in the booklet. 


Grocer Is Key 


Entry blanks must be secured from 
a grocer, who must also sign the 
completed entry, insuring at least 
two contacts between consumer and 
dealer. 

Mr. Richards credits Dr. Harry 
Steenbock, of the University of Wis- 
consin, with discovering the process 
of applying ultra-violet rays to a 
food element known as ergosterol, 
producing vitamin D in concentrated 
form. 

The Paediatric Research Founda- 
tion, of Toronto, co-operated with 
the Wisconsin Alumni Research 
Foundation, owner of the Steenbock 
patent, to make the vitamin avail- 
able in bread, the cheapest of foods. 

The former awarded control of the 
process to the General Baking Co., 
in order to keep a check on potency 
and control advertising claims. Con- 
tinuous testing by the Foundation is 
a feature of the arrangement, ac- 
cording to Mr. Richards. 

The company’s agreement to sell 
the new product at the regular price, 
without increase, was also a vital 
feature, Mr. Richards said. 

The advertising is handled by Bat- 
ten, Barton, Durstine & Osborn, New 
York. 


Etle Directs Sales of 


Pneumatic-Tired Car 


Archibald H. Etle, formerly vice- 
president in charge of sales for the 
Baldwin Locomotive Works, has be- 
come sales director for the rail di- 
vision of the Edward G. Budd Mfg. 
Co., Detroit. 

Budd recently acquired American 
rights to the Michelin pneumatic- 
tired car. 


To Hold Drug Store 
Conference in St. Louis 


The St. Louis drug survey will be 
presented in detail at a conference 
in St. Louis April 26-27. 

Dr. Julius Klein, assistant secre- 
tary of the Department of Com- 
merce, which conducted the survey, 
will speak. 


Appoint Platt-F orbes 


Gasoline Products Co., Newark, 
licensors of gasoline processes, has 
appointed Platt-Forbes, Inc. New 
York, to handle its advertising. 


Shoe Account to Ayer 
Ideal Baby Shoe Co., Danvers, 


Mass., has placed its account with 
N. W. Ayer & Son, Philadelphia. 


Death Takes Marshall 

Harry L. Marshall, 68, secretary 
of the Cedar Rapids (Ia.) Gazette- 
Republican, died March 16 following 
an operation. 
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FRIGIDAIRE IN 
DRIVE FOR AIR 
CONDITIONING 


Dayton, O., March 18.—The mys- 
teries of Frigidaire air-conditioning 
units are being banished for dealers 
and salesmen in a series of 39 one- 
day sales meetings in as many key 
cities. 

The Frigidaire “flying wedge” is 
traveling in a special Pullman with 
its own baggage car to take care 
of stage settings. Seven factory offi- 
cials, 16 men for parts in the stage 
production, two carpenters and two 
electricians make up the personnel 
of the traveling sales convention. 

Properties include a_ collapsible 
stage built in sections, an intricate 
lighting system, sound projection and 
motion picture machinery and many 
“sets” which must be knocked down 
after each act. 

While this flying circus is empha- 
sizing air-conditioning equipment, 
considerable stress is also being laid 
on water cooling units, which extract 
heat from water, so that “ice water” 
is supplied from any plant. 

Those in the Frigidaire flying 
wedge include Frank C. Lyons, in 
charge of the air conditioning depart- 
ment; C. E. Quigley, manager of the 
water cooling division; J. W. Thiele, 
head of the sales planning division; 
John Martin, in charge of the service 
department; and regional and zone 
managers. 


Have Comedian Too 


Billy Van, formerly of the Van and 
Schenck stage team, and now of the 
Pine Tree Products Co., was also 
pressed into service to relieve the 
monotony with his humor. E. G. 
Biechler, president and general man- 
ager of the Frigidaire Corporation, 
and W. H. Newell, vice-president in 
charge of sales, attend vicariously, 
giving their messages in sound mo- 
tion pictures. 

At each stop, local distributors for 
Frigidaire make an advertising splash 
in newspapers, both to impress the 
public and to enthuse dealers and 
salesmen on hand for the show. 
Meanwhile, The Business Week, For- 
tune and Time are being used in a 
magazine campaign to which many 
other mediums will be added as the 
campaign reaches toward crescendo. 

J. C. Chambers explained that dis- 
tribution will be through regular 
channels. 

“In a short time, the futile ges- 
tures the public has been making to 
overcome weather conditions. will 
seem ridiculous,” he said. 

“Air-conditioning promises to af- 
fect many other commodities by mak- 
ing medium weight clothing comfort- 
able the year round and making it 
possible for the public to enjoy foods 
it has avoided in hot weather.” 


Uses for Equipment 


Frank C. Lyons said that while 
public utilities see in air condition- 
ing the answer to their desire for 
greater loads, the big thing is to 
improve human efficiency by elim- 
inating conditions which drag at the 
body and mind. 

As Lyons talked a curtain rose on 
the stage, displaying the 1932 air 
conditioning line. Most of the units 
resemble a piece of furniture. Some 
slender models can be placed against 
pillars, occupying little space. One 
unit can be used as a heater in cool 
weather and a cooler in hot days. 

One unit sells for $235, with a 
walnut cabinet for $85, a total cost 
less than the quotations on many 
Frigidaire refrigerators. 

A humidifier made for the resi- 
dence, but having many industrial 
and commercial uses, sells for $290. 

Another type is operated by a dou- 
ble set of switches, which with a 
compressor in the basement, will 
turn on heat or cold, moist air or 
dry, in any room, just as lights are 
switched off and on. A fan assembly 
and heating coil may be connected to 
the existing steam or hot water unit. 

The field organization which will 


PUBLISHER PASSES 


*. 


Ira E. Seymour, president of House- 
hold Management Magazine, who 
died at Batavia, Ill., recently. 


sell this equipment to the public is 
said to be the second largest in the 
United States. It numbers 15,000 
men, being exceeded in size only by 
the Chevrolet sales force, it is 
claimed. 


Shanghai Shooting 
Just Family Quarrel 


The riot in Shanghai is merely a 
family quarrel, the Agate Club, Chi- 
cago, was told March 14 by George 
F. Sokolsky, who spent 15 years in 
China. 

The only one damaged outside of 
the combatants is Russia, which is 
not prepared to enter a protest just 
now, he said. 


Helen Joyce Baldauf 
Is Cupid’s Target 
Helen Joyce Baldauf, of the Edge- 
water Beach Hotel, Chicago, will 


marry Bruce Walczak, Milwaukee at 
torney, this month. 


tising manager of the Robert A. 
Johnston Co., Milwaukee, and presi- 
dent of the Milwaukee Women’s Ad- 
vertising Club. 


Advertising Men Are 
Guests of N. Y. League 


Advertising men turned out in 
large numbers March 15 for the an- 
nual dinner dance of the League of 
Advertising Women of New York at 
the Waldorf-Astoria. 

With the proceeds the League will 
send two girls to Columbia or New 
York University for a year. 


“College Humor” Makes 


Gain in First Quarter 


College Humor gained 31 per cent 
over 1931 in the first quarter of the 
year, Schuyler Kudner, advertising 
manager, announced. 

The last eight issues have shown 
increases over the previous year. 


Sadler’s New Work 


W. H. Sadler, formerly of the ad- 
vertising department of the Ken- 
tucky Utilities Co., Louisville, has 
been named advertising manager of 
the Hillerich & Bradsby Co., Louis- 
ville, base ball bats and golf clubs. 


Basham Is Consultant 


Thomas E. Basham, executive vice- 
president of the Homer McKee Com- 
pany until its merger with the 
United States Advertising Corp., has 
opened offices at 410 N. Meridian St., 
Indianapolis, as advertising and mer- 
chandising consultant. 


Win Detroit Contest 


Jerome Rothenberg, Will Harlton, 
Faye Dickerson and Cecilia Quinn 
were prize winners in the essay con- 
test conducted by the Telephone Di- 
rectory Advertising Co., Detroit, for 
the Adcraft Club’s advertising class. 


Represent “Star” 


The Winchester (Va.) Star has 
placed its national representation 
with Frost, Landis & Kohn, effective 
April 1. 


Radio for Ice 


Ingalls-Advertising, Boston, will 
use radio for the New England Ice 


Dealers Association; a new account. 


Miss Baldauf..was formerly adver-+ 


‘LUCKY’ POSTINGS 
START APRIL 1 


New York, March 18.—In what is 
heralded as the most intensive out- 
door campaign ever waged by a sin- 
gle company, the American Tobacco 
Company will resume advertising of 
Lucky Strike cigarettes April 1, 
after a year’s absence from this me- 
dium. 

The new campaign, which will top 
the previous unofficial record shared 
by Lucky Strike and Camel, calls for 
49,000 postings estimated to reach 
81,000,000 people. 

Bromiley-Ross, Inc., agency formed 
to handle the outdoor advertising, 
reported it will be financed with an 
added appropriation, and other media 
will not be affected. 


Seattle Automobile 
Show Attracts 40,000 


Attendance gained 215 per cent 
and sales 30 per cent at the Automo- 
bile show held in Seattle last week, 
40,000 attending. 

Elaborate entertainment was pre- 
sented for the first time as a show 
accessory. 


Pomona Hooks Up 
with Canners’ Copy 


Pomona Products Co., Griffin, Ga., 
is using newspapers in 21 cities for 
a tie-up with the copy of the Na- 
tional Canners Assn. 

Gottschaldt-Humphrey, of Atlanta, 
are handling the campaign. 


Two Accounts to Greene 


Publications and spot radio will be 
used by the James A. Greene Adver- 
tising Agency, Atlanta for Ne-Hi 
Bottling Co., Columbus, Ga. Another 
new account is the Tom Huston Pea- 
nut Co., Columbus, Ga. Tucker 
Wayne has joined the agency. 


Darbyshire Joins Bonomo 


“Leonard Darbyshiré™Was left the 
agency field to become advertising 
director of Joe Bonomo, Ltd., Holly- 
wood, Cal., operator of a correspond- 
ence school of physical culture. 
Newspapers and magazines will be 
tested this spring. 


Promote Use of Ice 


In a contest conducted by Klau- 
Van Pietersom-Dunlap Associates, 
Milwaukee ice distributors are offer- 
ing $250 in cash prizes for the best 
essays on “Why Those Who Know 
Choose Ice Refrigeration.” 


Move New York Office 


The New York office of Oral 
Hygiene Publications will move 
April 1 from 62 West 45th St. to 
18 East 48th St. Stuart M. Stanley, 
vice-president, remains in charge. 


Sperling in Charge 
I. I. Sperling, Cleveland Trust Co., 
has been appointed program chair- 
man for the convention of the Finan- 
cial Advertisers Association in Chi- 
cago Sept. 12-15. 


Death Calls Ferguson 
Arthur D. Ferguson, 61, president, 
Ferguson Publishing Co., New York, 
died suddenly March 13. His firm 
published Motor Record and Fleet 
Owner. 


Fries with “Moose” 
George C. Fries, former Detroit 
agency space buyer, has become 
Detroit manager of advertising for 

Moose Magazine, Mooseheart, Ill. 


Sholars Opens Office 


Percy N. Sholars, who recently 
left Barron G. Collier, Inc., has 
opened his own New York office at 
52 Vanderbilt Avenue as advertising 
counselor. 


Services Mentholatum 


The Dillard Jacobs Agency, At- 
lanta, will place newspaper and 


magazine copy for the Mentholatum 
Co., Wichita, Kansas. 


Buy “Modern Club” 


Patterson Publishing Co., Chicago, 
has bought Modern Club from Leigh 


Metcalfe and will add new features. 


Expansion of 


Frosted Foods 
1932 Objective 


New York, March 18.—Aggressive 
development of new outlets for 
frosted foods will constitute one of 
the 1932 policies of General Foods 
Corp., the annual report of President 
C. M. Chester, Jr., indicated. 

Mr. Chester said 200 stores in New 
England and New York were han- 
dling frosted foods at the end of 
1931, including 100 different kinds 
of meats, seafoods, vegetables and 
fruits. 


General Foods acquired complete 
ownership of Frosted Foods Com- 
pany, Inc., in 1931, purchasing the 
49 per cent interest of Goldman 
Sachs Trading Corporation. 

Mr. Chester said that Grape-Nut 
Flakes, released in 1931 after two 
years’ development by the research 
department, was introduced in trial 
markets with such good results that 
national distribution is now sought. 

Net profit of General Foods Cor- 
poration for 1931 amounted to $18,- 
153,719, a decline of 4.88 per cent 
from 1930. 

The company gained about 10,000 


stockholders, bringing the total to 
more than 52,000. Nearly half are 
women. 


Detroit Rotary Club 
Holds Ballyhoo Meeing 


The Detroit Rotary Club held a 
Ballyhoo meeting March 16, employ- 
ing a huge canvas facsimile of Bally- 
hoo’s April cover, 8 feet high and 
5 feet 9 inches wide. 

Through a door in the cover came, 
one at a time, members whose birth- 
days take place in March. 


Join “Washington Post’ 


Additions to the Washington Post 
are Peter Hamilton, formerly with 
Hearst and the Scripps-Howard 


N : Gora Barrows,..late 
of the Providence ournal; and L. 


G. Nicolai, formerly of the St. Louis 
Post-Dispatch. 


DEFLATIONARY 
BUYING CALLED 
DEPRESSION AID 


Chicago, March 15.—Hartley W. 
Barclay, editor of Mill & Factory 
Illustrated, New York, told the En- 
gineering Advertisers’ Association 
last night that “deflationary purchas- 
ing methods” are largely responsible 
for the continuance of business de- 
pression. 

“For example,” he said, “an indus- 
trial distributor in Detroit reported 
that a large manufacturer in that 
city has announced to all distributors 
and other suppliers that they must 
make a horizontal decrease of 15 per 
cent in their prices. This policy has 
been found on investigation to be 
that of the management of the com- 
pany, and not merely of the purchas- 
ing department.” 

E. T. Rowland, editor of Electrical 
Wholesaling, Chicago, discussed the 
plan of the electrical distribution in- 
dustry for the institution of econo- 
mizing, localizing, specializing and 
advertising as a means of improving 
service to manufacturers and users. 

The meeting was devoted to dis- 
tribution, the chairman being J. R. 
Hopkins, advertising manager of the 
Chicago Belting Company. 


Cut Cigarette Prices 


Brown & Williamson Tobacco 
Corp., Louisville, has cut prices on 
Wings and Raleigh cigarettes. Wings 
will retail at ten cents per package 
of 20, while Raleighs will sell for 
15 cents. 


“School Management” 
Issues First Number 
The first issue of School Manage- 
ment has been published in New 
Yorkby George J. Hecht. 
The paper is pocket size. The 
opening issue carried 50 pages and 
cover. 


& 
ANNOUNCEMENT 


? 


McGraw-Hill Publishing Company, Inc. announces the 


following rules governing 


recognition of advertising 


agencies. These rules will apply to the four McGraw- 
Hill publications which allow agency commission— 
The Business Week, Management Methods, Factory § 
Industrial Management, and Aviation. To all other 
McGraw-Hill publications only rule 1 will apply. 


1 We require that any advertising agency desiring 
recognition furnish our Company sufficient informa- 
tion of its financial condition to satisfy our credit 


requirements. 


2 We require that the agency shall be independent 
and in a position properly to serve its client and our 


Company without bias. 


3 We require that the agency must be free from own- 
ership, either direct or indirect, by either client or 


publisher. 


4. We require that the agency retain the full com- 
mission, or its equivalent, paid by our Company 
and furnish us, upon request, satisfactory evidence 


that this has been done. 


We retain the right to withdraw recognition at any 
time when any of the above principles are violated. We 
believe that this action will benefit the advertising 
agency, the advertiser and advertising generally as well 


as ourselves. 


¢ 


McGRAW-HILL PUBLISHING 


COMPANY, INC. 
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George Eastman’s Advertising 
Philosophy 


George Eastman, the founder of 
the great Eastman Kodak business, 
had a philosophy of business and of 
advertising which proved to be both 
satisfying and successful. It con- 
sisted of research to develop a con- 
stantly improved product, and ad- 
vertising to win for that product the 
widest possible acceptance and use. 

As the result of creation and im- 
provement of the Kodak, of moving- 
picture film, of color photography, 
Mr. Eastman kept his enterprise well 
out in front of the whole industry, 
and through the widespread adver- 
tising which he maintained, served a 
public which the passing of genera- 
tions served only to make larger. 

The program which Mr. Eastman 
found successful over a long period 
in the development of the Eastman 
Kodak Company is now being recom- 
mended as the cure for depression— 
better products, broader markets 
through advertising. The Eastman 
policy stood the test of time, of vari- 
ous periods of depression, and the 
company emerged from all of them 
in sound and healthy condition. The 
idea may therefore be regarded as 
having been fairly proven. 

The Eastman advertising has been 
the sort which advertising men are 
proud to point to. It has never been 
sensational, it has never been com- 
petitive in tone, it has never been 
high-pressure in its appeal for im- 
mediate sales. But it has been inter- 
esting, informative and stimulating. 
It has been truly creative, in that it 
has made people want to do things 
they had not done before, and has 
made them want to buy the things 
with which to do them. That adver- 
tising has accomplished such a result 
speaks well for both the product and 
the message. 


Mr. Eastman was not an _  occa- 
sional nor a spasmodic advertiser. 
He advertised practically continu- 
ously, from the time the business was 
really started in a commercial way. 
The story of the Kodak and the 
pleasures of picture-taking was kept 
before the public of America, and 
other countries as well, as a continu- 
ous reminder of the company and its 
products, and no competitor was ever 
allowed to step into a spot voluntar- 
ily vacated by Eastman Kodak. 


The company which Mr. Eastman 
founded and directed for so many 
years has been remarkably success- 
ful financially. Under those condi- 
tions it is always difficult to say how 
much credit should be given to the 
product and how much to the adver- 
tising. But the fact that advertising 
was a permanent part of the policy 
which Mr. Eastman pursued and that 
advertising was practiced with a per- 
sistency which indicated a firm be- 
lief in its value, leaves little doubt 
as to the vital function which it was 
assigned to perform for the whole 
business. 

Like William Wrigley, Jr., who sold 
a common-place product, a_ staple 
which he lifted to the heights of com- 
mercial success through the vigor 
ard continuity of his advertising, Mr. 
Eastman believed in telling and re- 
telling the basic story; telling it in 
a tone of quiet interest rather than 
shouting, but telling it on a big scale 
which meant that the whole public 
was continuously reached and influ- 
enced. 

The Eastman example is one which 
all advertising men should prize. It 
is one which may be regarded in the 
future as a classic model for success- 
ful advertising. 


The Final Arbiter 


“The public continues to be the 
final arbiter in the intense competi- 
tion which pervades every market.” 

This sentence, included in the an- 
nual report of the American Sugar 
Refining Company for 1931, signed 
by Earl D. Babst as chairman of the 
board, is a summary of experience 
which is so sound as to be worthy 
of frequent repetition, especially in 
times like these, when the tempta- 
tion to cut corners is frequently in 
evidence.» 

If the public is the final arbiter, 
and if the decisions made by the 
public are not subject to appeal, then 
it is doubly important to make sure 
that all the evidence is available 
when the decisions are determined. 


The public must be kept informed. 

Advertising, in its basic function 
of providing information for the pub- 
lic, has such an important part to 
play that its importance cannot be 
overlooked, especially by large com- 
panies whose relations with the pub- 
lic, as consumers and _ otherwise, 
must be kept on a satisfactory basis. 

Competition, public sentiment, leg- 
islation and all other questions af- 
fecting the future welfare of busi- 
ness, are involved in the matter of 
public information. Advertising is 
the straight road to intelligent con- 
sideration of the message of business 
addressed to the consideration of the 
final arbiter. 


Information 
for Advertisers 


The following documents may be 
secured without charge by any na- 
tional advertiser or advertising 
agency from the publishers sponsor- 


ing them, or through ADVERTISING 
AGE: 
366. Eliminating Advertising Waste 


in Texas. 


Making a plea for adequate con- 
sideration of regional peculiarities in 
planning advertising. the Texas 
Daily Press League, Inc., has told 
the story of that State in an impres- 
sive hardbound book. “Texas is not 
one market, but a number of mar- 
kets,” it asserts, giving facts and 
figures to support this viewpoint. It 
alleges that radio advertising is 
lamentably weak in Texas, which has 
only 4.42 sets per 100 persons, com- 
pared to 12.23 in Ohio, 15.50 in New 
Jersey, 14.83 in California, etc. 


367. Effect of Reduced Population 
Growth on Construction Demand. 


F. W. Dodge Corporation, construc- 
tion authorities, spent sjx months in 
studying “a profound economic 
change whose implications for future 
business conditions have been but 
little undersood.” The change is the 
decline in population growth, indi- 
eating a stable population in the 
near future. This booklet recites the 
probable effect on building. 


355. 


This title probably doesn’t mean 
much to the advertiser who has no 
technical bent, but this folder from 
Chemical & Metallurgical Engineer- 
ing will clarify his understanding. 
It is the tenth of a series describing 
some of the interests and activities 
of chemical engineers and produc- 
tion men in the many industries 
linked together with a common de- 


The Process Industry. 


nominator. Others available are 
Nos. 7, 8 and 9. 
357. Analysis of the Contents of 


Nine Women’s Magazines in 1931. 


Advertisers who study the edito- 
rial background provided by maga- 
zines will be interested in this study 
by Needlecraft. Among the classifi- 
cations are fiction, special articles, 
needlework, food, fashions, home 
building and decoration, housekeep- 
ing and equipment, health and 
beauty, child health and training, 
gardening, etiquette and entertain- 
ment, editorial page, etc. 


350. Fortune’s Editorial Policy. 


This is not the real name of this 
booklet, which appears to be un- 
christened. The front cover is given 
to a tribute by Julian Johnston, “For- 
tune rises above our depressing times 
—a reflection of that old America 
we used to know, irrepressible, 
shrewd, triumphant.” This booklet 
has the unusual mission of proving 
that Fortune’s reader following is 
not confined to men at the very top 
of industry. 


297. A Lift to Market. 


This handsome booklet issued by 
Extension Magazine values the Cath- 
olic market at 11% billion dollars 
a year. The component parts of this 
market are described in detail by 
the publication, which is the official 
organ of the Catholic Church Ex- 
tension Society. The Catholic popu- 
lation of the United States is placed 
at 22,000,000. 


342. Where-to-Buy-It Service. 


For many years, advertisers have 
been struggling with methods of ty- 
ing their advertising up with the lo 
cal dealer. The number of plans 
suggested to this end ran into large 
numbers. The American Telephone 
& Telegraph Company and associated 
concerns apparently have really 
solved the problem with their Where- 
to-Buy-It service in local classified 
telephone books. The company’s new 
brochure explains in detail how 
brand names which have been burned 
into the consciousness of consumers 
are translated into the tinkling of 


the local dealer’s cash register. 


BIRTH OF COMMERCIAL ARTIST 
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"My little boy has some drawings—we'd like your opinion." 


—Collier’s 


Voice of the Advertiser 


Checking Up on 


Treatment of News 

To the Editor: Your paper is one 
ot the most newsy that comes to our 
office and we always look forward to 
receiving it. We would look forward 
to it with much more pleasure, how- 
ever, if it carried impartial news as 
regards use of different media. 

For instance, last October, your 
paper in a single issue, carried two 
very prominent articles, one announc- 
ing that Liggett & Myers Tobacco 
Co., had cancelled outdoor advertis- 
ing and would probably go into radio 
and the other, that Wrigley can- 
celled outdoor advertising and was 
taking up newspaper on a very heavy 
scale. 

Wrigley did use some newspapers 
for a while, but has entirely quit 
using them. No mention of this has 
been made in your paper. Further, 
Wrigley has continued using outdoor 
advertising, but no such information 
has been reported, except in an ad- 
vertisement last November by Charles 
Wrigley. 

Instead of entirely quitting out- 
door advertising, Liggett & Myers 
have continued the use of the me- 
dium, although on not quite so large 
a scale. As far as ADVERTISING AGE 
is concerned, however, the inference 
is that Liggett & Myers are not using 
any outdoor advertising. 


Just recently, American Tobacco 
Company ceased Cremo radio adver- 
tising and Listerine announced its 
withdrawal from the air. This in- 
formation has not been reported. 

After being off of outdoor adver- 
tising for over a year, the American 
Tobacco Company comes back on a 
big scale from coast to coast. We 
are looking forward to seeing quite a 
prominent article in your paper 
showing that Cremo has quit the 
radio just as you reported Liggett & 
Myers and Wrigley had quit outdoor 
advertising. 

A. B. Foust, 
Foust-Pounds Poster Adv. Co., 
Jackson, Tenn. 


7, = 2 


Last Chapter in 


Canadian Episode 

To the Editor: Your March 5 issue 
carried a story headed “Canadian 
Racket.” It was, as far as I know, 
quite correct. 

We ourselves received a lot of 
letters from advertising agencies to 
whom the request for $2 was made 
by the person in Toronto. In fact, 


we instituted quite an investigation 


on our own account to get to the 
bottom of the thing. 

You will be interested in knowing 
that the perpetrator of this scheme 
was speedily arrested, tried and 
sentenced to imprisonment for two 
years, less one day, and has already 
started to serve his term. This per- 
son was a former employe of an 
advertising agency. 


M. J. HuTcHINson, 
Director of Adv., Hugh C. MacLean 
Publications, Toronto. 


, ? 


Missouri Pacific Uses : 


“Wall Street Journal” 


To the Editor: Your March 5 story 
on the campaign of the Missouri Pa- 
cific Lines failed to include Wall 
Street Journal in the list of mediums, 
although the advertising is appear- 
ing in that paper. 

Joun E. Lutz, 
Western representative, Chicago. 


¥ ¥ F 


Human Touch 

To the Editor: With two little 
fellows of my own, I can understand 
how proud William H. Rankin must 
be of the men who are preparing to 
take his place in the field of adver- 
tising. 

To me it is just such human 
touches that make ADVERTISING AGE 
the enjoyable and useful newspaper 
I have found it to be. 


Howarp M. WARNER, 
Pres., Association of Advertising 
Men, New York. 


7 FT 


Develop New Kind 
of Anti-Hoarding Club 


To the Editor: We believe you will 
be interested in a club which has 
just been formed by our sales organi- 
zation, under the name of “The Anti 
Business-Hoarding Club.” 

We cannot help but feel that the 
hoarding of business which could 
now be placed, is doing more harm 
than the hoarding of cash. 

We have definitely agreed that we 
are going to preach against “Busi- 
ness Hoarding” at every call. We be- 
lieve that, when we get business men 
to look upon the non-placing of busi- 
ness, as a form of “hoarding,” we 
will have accomplished a great deal 
toward business improvement. 


C. R. SCHNEIDER, 
Resident Director, Brown & Bigelow, 
New York. 
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greater reader interest _ ots 


President Kroehler Mis. oe 


. . Continues Mr. Kroehler: “The Gallup figures* showed the average 
advertising page in Liberty to have been seen by 23% more persons than 
in some magazines. And by 112% more than in others. 

“But this relative standing happened to repeat itself in 6 cities and for 
6 issues. 

“An accident could happen once. Errors might occur several times. 
But when 6 checks of men, 6 checks of women, 12 checks in all, agree 
with little variation, something has got to be done about it. 

““A 23% greater readership per unit of circulation cannot be ignored 
by any advertiser in times like these. And the possibility of a 112% greater 
audience must be taken advantage of. 

“Kroehler has held the leadership in a highly competitive industry 
for many years. We have done so by keeping a flexible outlook, quickly 
adapting ourselves to new conditions as they arise. 

“The world is passing through a chaotic period. Kroehler means to 
profit from these circumstances as it has from others in the past. 

“In revising our magazine list to include Liberty, this Company 


recognizes the profit possibilities in gp The Gallup tests were the first 


Liberty’s highly modern editorial tech- checks ever made on what items 
, aar men and women actually read. 
nique. An editorial structure so new, so They showed that the average ad- 
accurately keyed to the present public pe page in Liberty had been 
seen by: 


tempo that more men and women ask O% move pereesthanin Weekly A 


for Liberty every week than any other —_ 23% more persons than in Weekly B 


: ; 112% more persons than in Weekly C 
magazine; a reader interest now proved 


. The only weekly magazine estab- 
by Gallup in a manner that Kroehler _jished since the War, Liberty has un- 


has been quick to recognize. doubtedly struck a new note of public 
interest. In these days of radio, movies 


“With the help of this mighty mag- and automobiling, Liberty, ‘‘Amer- 
ica’s Best Read Weekly,” is giving 
maximum audiences every week to an 
a year of progress.” increasing list of leading advertisers. 


azine force, Kroehler looks forward to 


Liberty .. 


old mattress 
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UNITED STATES — frethar'cac be tad is Pie thot 


GOVERNMENT ang covering materials, 
WARNS .YOUs — wepotive guarentee 
d: 1. Frame will po 
| dissetiod ond t their stuffi fy x a 


uffing finds its way into 


SINES®S 


supposedly new furniture. 
fully illustrated Kroehler 


EW BU 
Guide to Enjoyable Living Rooms” con- 


t it 
hat is inside taining the latest ideas on decorat- 
po nce ly oa : oy en ing is now ready. Write for your free copy. 
by asking for oe KROEHLER, Address: 
You will be surprised how little Kroehler Kroenter Mrc. Co. 
Guaranteed Living Room Furniture now Qhicago, LiL, or Stratford, Canada 
costs, See the latest oupenny cyan living World's Largest Manuf: of F 
room groups at your furniture or depart-, —_ 14 Great Factories in United States and Canada 


One of the 
1932 
~ ties or guaranteed aaae sonitory Kroehler ad- 
K R O FE [LI IL fF R vertisements 
in Liberty 


LIVING ROOM FURNITURE + LOUNGE CHAIRS + DAVENPORT BEDS + BEDROOM FURNITURE 


Dealers and advertisers who are interested in these new facts 
on reader interest in the weekly field are invited to write for a 
copy of the original Gallup Report. It will be sent without 
obligation. Merely address Liberty, 420 Lexington Avenue, 
New York City, New York. 


Bristot-MyeErs Co., Ingram’s Milkweed Cream 
CALIFORNIA PackinG Corp., Del Monte Food Products 
Frep G. Ciark Co., Hyvis Motor Oil 
CoLGATE-PALMOLIVE-PEET Co., Colgate Shaving Cream 
Durium Propucts Corp., Hit-of-the-Week Records 
GENERAL Etectric Co., Hotpoint Electric Range 
GENERAL Etectric Co., Hotpoint Table Appliances 
GENERAL Etectric Co., Refrigerator 

GENERAL Foops Corp., Maxwell House Coffee 
GENERAL Foops Corp., Post’s Bran Flakes 
GENERAL Foops Corp., Postum 

H. J. Heinz Co., Spaghetti 

Jounson & Jounson, Modess 

Lavoris CHEMICAL Co. 

Leun & Fink, Hind’s Greaseless Texture Cream 
Leun & Fink, Lysol 

MAYBELLINE Co, 

Morton Sat Co. 

PxHoentx Mutua Lire InsurRANcE Co, 

Royat TyPEwRITER Co. 

Spoot Corton Co. 

U. S. Tosacco Co., Dill’s Best Tobacco 

Vick Cuemicat Co., Vick’s Vapo-Rub 
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When 


File This Return 


—- 


their Incomeai 


ector of Internal Revenue aor 


PRINT NAME AND ADDI 


they buy T'WICE as much Soagn 


People with incomes of $5,000 or more (about a million of them) are 
segregated by the U.S. Treasury for income tax purposes ... 


That’s the way markets are divided. 


Do you realize that the Over-Five-Thousand-Dollar-A-Year Families 
replace their radios 50% oftener...use 80% more Grade A coffee... 
70% more canned fruits... 30% more antiseptics and mouth washes 
... Spend twice as much on electric refrigerators ... use seven times 
as many electric ironing machines... replace furnaces 50% oftener ? 


TATISTICS show that there is 
one passenger automobile for 
every 5.5 people in the U.S. But new 
evidence —the first actual evidence of 
buying habits 4y imcome—shows that 
the family with an income over $5,000 
actually buys swice as many new au- 
tomobiles as the family with less. 


It was a tremendous task to gather 
the records of a million and a half 


family retail purchases in a typically 
American town 


— verify these records carefully 
through dealer investigations and 
civic records. 


—to relate them to incomes through 
reference to state income tax reports. 


Time has done this job, tabulated the 
results, and is now ready to put this 


valuable information into your hand 2 
dO my 


The survey, published in two vobket in 
umes under the title of “Markers Ft’ ™ 
Incomes,” is the first accurate yard, 
stick for measuring the relative val 
of markets by income groups. 


reside: 


is unf 
It supplies exact information thi" th 
will enable many manufacturers t 
know just what income groups af 
their best customers... the frequenc¢ oe ne 

ke rf 
with which each group buys... th 
class of product each group favors. 

Sales executives will use “Markets B 
Incomes’ as the basis of straight-shooting salt 
methods. It will clear away much of the fo 
that surrounds advertising strategy. It wi 


point the way to a greater return per doll 
of sales cost. 


The information supplied in “Markets I 
Incomes’ is given in both tabular and graph 
form. Volume I is now ready for distributic 
to key executives concerned with sales an¥ME, | 
advertising. 
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re *5,000 or More 


and ‘TWICE as many Automobiles —_. 


n dg great and useful job. It knocks one or 

» of my most cherished notions as to our 

y Ofket into a cocked hat, but that is just 
fet is needed at this time.” 

Paut G. Horrman 

LG President, The Studebaker Sales Corporation 


| ge er os 


is unparalleled in its scope and in the 


hi ure that it gives.” — 


The Foseph Katz Company 


al 

ndives new and surprising information on 
rket potentials by income classes.” 

th Hat R. MacNamee 

" Richardson, Alley & Richards Co. 


'TLME 


The Weekly Newsmagazine 


tic 


ME, Inc., 135 East 42ND STREET, New York CiTy 


“You are to be congratulated upon hav- 
ing secured such interesting material. Very 
useful in the work which we are carrying 
on... we shall no doubt have many occa- 
sions to refer inquirers to the information 


you have assembled.” Junius Kien 


Department of Commerce 


“A new high point . . . Should prove very 
valuable in helping to correct our views of 
what the American 
market really is.” 
Paut H. Nystrom 
Professor of Marketing, 
Columbia University 


“Most useful to the man interested in the 
practical side of the distribution of com- 


modities.” 
Ernest S. BRADFORD 


Director of Bureau of Business Research, 
The College of the City of New York 


“A noteworthy survey. An important step 
forward. Will be useful to many manufac- 


turers.” 
Me -vin T. CopELAND 


Professor of Marketing, Harvard Business School 


“This study will explode many existing 
theories and will make for more construc- 
tive advertising and sounder sales plan- 


> 4 ” 
ning. 
g Epwarp V. PARENT 


Lavin &? Company 


“A careful measure of consumption at dif- 
ferent income levels is the sort of thing 


most businesses need.” 
PALMER PuTNAM 


President, G. P. Putnam’s Sons 


The first survey based on 


actual income tax returns 
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Hansen Promoted by 
Engineering Publications 
Daniel J. Hansen, manager and as- 

sistant secretary of Engineering 

Publications, Inc., Chicago, has been 

appointed general manager, Presi- 

dent Frank P. Keeney announced. 
He started his business paper 
career with Operative Miller and 

Buildings and Building Management. 

He is president of the Chicago Busi- 

ness Papers Assn. 


G-E Spends $2,000,000 

During the spring drive, beginning 
this week and ending May 31, the 
General Electric Co., Cleveland, will 
spend $2,000,000 for refrigeration 
advertising, trade papers and maga- 
zines being the principal mediums. 


Saussy to Improve 
His Enunciation 


New Orleans, La., March 18. 
—Walker Saussy, local adver- 
tising agent, has decided to 
cultivate clearer enunciation. 
Reason: 

Mr. Saussy dictated a letter 
to “Home & Field,” New York. 
His stenographer came back 
and asked if the name of the 
addressee was really “Old Man 
Field.” 


Reductions of 5 to 23 per cent will 
help to cash the campaign. 


printing plant. 
conditions. 


co-operation. 


The organization set-up is 


An Opportunity of a Lifetime— 
to acquire an established, going 


Advertising & Sales Promotion Business 


and pay for it out of earnings 


HIS is a 12 year old _ business, serving industrial and class 
advertisers through newspaper, trade and business paper and 
printed advertising. 


They own and operate a small, modern 
ideal for present 


The only active owner of the business is obliged to devote his 
attention to other interests. He prefers to turn the business over 
to another man, gradually, rather than liquidate. 


The man best suited to take over this business is now selling Direct 
Advertising and Sales Promotion, or he is a successful free-lance. 
He should be able to bring a self-supporting amount of business 
with him, in which case the business will show a fine profit in the 
face of conditions. The business is now operating at a profit. 


The new owner will not be asked to assume any of the present 
company's obligations. He will be asked to pay only for fixed assets, 
at a fair appraised value—and pay out of earnings. 


This is an unusual opportunity for a real live producer to acquire 
his own business—already equipped and going—with active accounts 
and 12 years’ prestige thrown in. 
with the new man for several weeks or months to insure fullest 


Present active owner will stay 


Don’t reply to this offer unless you are seriously interested and 
can go through with the deal if it is mutually satisfactory. 


For exchange of full, confidential information, address 


F. M. SCHADAUER 
899 ASH STREET - - - WINNETKA, ILL. 


Roger Smith Preferred Management 


to 


NEW YORK’S ADVERTISING ZONE 
at the 
HOTEL WINTHROP, 47th St. & Lexington Avenue 


@ Ideal location in the center of 
the advertising world. 


e Transient and residential ac- 
commodations with large rooms 
and plenty of closets. 


e Two room furnished suites at 
prices that will amaze you. 
Serving pantry and Frigidaire. 


e@ Now under same management as 
Roger Smith Hotels, Stamford, 
Conn., and White Plains, N. Y. 


HOTEL WINTHROP 


47th St. and Lexington Ave. 


In the center of the advertising zone 
NEW YORK 
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EASTMAN FIRST 
BUILT CAMERA, 
THEN NAMED IT 


Was Greator of ‘‘Kodak”’ 
Trade-Mark 


Rochester, N. Y., March 18.— 
George Eastman, chairman of the 
board of the Eastman Kodak Com- 
pany, who ended his life Monday at 
the age of 77, was commonly re- 
garded as a scientist of the type of 
bis friend, the late Thomas A. Edi- 
son. He was, however, a far better 
all-round business man than the elec- 
trical wizard and proved it by creat- 
ing one of the world’s great trade- 
marks, “Kodak.” 

The original name of Mr. East- 
man’s business was the Eastman Dry 
Plate Co. His new camera was ready 
to put on the market in 1888. All he 
needed was a name and, like a scien- 
tific man, he first perfected a for- 
mula: . 


“A trade name should be short, 
euphonious and meaningless.” 


Kodak was destined to be the storm 
center in many a court fight. It in- 
variably came out with flying colors 
as the perfect trade-mark from this 
viewpoint as well as others. 


The first Kodak sold for $25. 
Though it was crude in comparison 
with later models, it spelled success 
for Mr. Eastman. He knew that the 
rest was simply a matter of adver- 
tising and successive refinements at 
lower prices. 


The Original Kodak 


The first Kodak was a little ob- 
long, black box which produced a 
round picture 21% inches in diameter. 
It was sold ready loaded for 100 ex- 
posures. It was fixed focus and had 
no finder, diagonal lines on the top 
showing the scope of view. 

When the 100th exposure was 
made, the user simply mailed Kodak 
and contents to the factory, with his 
check for $10. The factory reloaded 
the camera, developed the negatives 
and made prints, returning all to the 
Kodaker in a neat package. 

This complete, if somewhat tardy 
service, was expressed in the slogan, 
“You press the button; we do the 
rest.” 

This slogan took the country by 
storm, becoming one of the bon mots 
of the day. 

The Eastman Dry Plate Company 
almost lost its life in its infancy. 
Stocks of plates in the hands of job- 
bers were found worthless and all 
came back home for replacement. 
Eastman bought a new formula in 
England, this being the only time in 
his career when his own creative 
genius failed to tide him over a 
crisis. 

Mr. Eastman worked on the film 
end of the Edison-Eastman team 
which made motion pictures possible. 
He contributed directly to advertis- 
ing by establishing new standards of 
photography and then meeting them. 


Helping Professionals 


He presented Eastman portrait 
film for professionals in 1914 as an 
improvement over the plates hereto- 
fore used. The film had the non- 
halation quality seen in the best 
photographic advertising art of to- 
day. 

As soon as the Eastman Kodak 
Company was on a sound basis and 
on its way to becoming a world-wide 
institution, Mr. Eastman rewarded 
those who put it there. His generos- 
ity to his men was climaxed in 1918, 
when he gave millions of dollars 
worth of stock to employes, with the 
proviso that the company sell them 
a like amount at its face value—at 
that time, about one-sixth of the mar- 
ket price. 

Mr. Eastman retired as president 
in 1925, becoming chairman of the 
board. He crusaded for a 13-month 
calendar, indulged some of his hob- 


WORK IS DONE 


George Eastman 


bies and gave generously but wisely. 

His death revealed that he held 
but 17,000 out of 2,250,000 shares of 
stock in the company, much of the 
remainder having been distributed in 
small lots to prevent market manipu- 
lation. Mr. Eastman’s personal for- 
tune is estimated at $15,000,000—his 
gifts at seven times that sum. 

The first advertising manager of 
the Eastman Kodak Company was 
Lewis B. Jones. He is now vice- 
president. 


WISCONSIN IS 
MODEL IN NEW 
OUTDOOR SURVEY 


Chicago, March 16.—Organized out- 
door advertising will furnish com- 
plete traffic, market and plant infor- 
mation to advertisers, the board of 
directors of the Outdoor Advertising 
Association of America, Inc., decided 
this week. 

The information will take the form 
of a graphic portrayal of the traffic 
movement habits of residents of re- 
tail market areas in each state, the 
outdoor advertising facilities avail- 
able within each of these areas, and 
complete buying power data for each. 

These surveys, which will be made 
by individual State associations 
under the guidance of the National 
Association, will follow the proced- 
ure developed in Wisconsin. 

Dr. Miller McClintock, of the Al- 
bert Russell Erskine Bureau for 
Street Traffic Research at Harvard 
University, described the work which 
the Bureau is conducting jointly with 
the Association of National Adver- 
tisers and the Outdoor Advertising 
Association of America, for deter- 
mining the relationship between 
traffic and trade. 

The other part of the study, in 
which Dr. McClintock is being as- 
sisted by Arthur R. Burnet, secre- 
tary of the Outdoor and Car Card 
Advertising Committee of the 
A. N. A., is a quantitative and quali- 
tative analysis to assist outdoor ad- 
vertising plant operators to develop 
their plants. 

The directors elected John Paver, 
assistant general manager, secretary. 
They also paid tribute to the late 
Albert M. Briggs. 


Radio Departmental 


for Chicago Council 


Morgan L. Eastman, National 
Broadcasting Co., has been elected 
chairman of the new radio depart- 
mental of the Chicago Advertising 
Council. 

Earl L. Hadley, Grigsby-Grunow 
Co., is vice-chairman. 


Los Angeles Launches 
Sales Managers Bureau 


A sales managers bureau has been 
established by the Los Angeles 
Chamber of Commerce as a division 
of its domestic trade department. 

James F. Bone is secretary of the 
bureau, which will hold an annual 
conference. 


BIGGEST FOOD 
JOBBERS HAVE 
PRIVATE LINES 


Cincinnati, O., March 18.—The 
larger the wholesale grocer, the 
greater his interest in private brands, 
a survey by C. W. Browne, of the 
United States Printing & Litho- 
graphing Co., revealed. Mr. Browne 


told the Advertisers’ Club of Cincin- © 


nati of facts elicited by a question- 
naire to 1,348 wholesalers rated at 
$125,000 and over. 

The 306 who replied gave this in- 
formation: 

Sixty-one percent of the users of 
private brands have more than 50 
items privately branded. There is 
a direct relationship between the 
financial rating of wholesalers and 
the number of privately branded 
items, indicating that the larger 
houses have the largest number of 
private brands. 

Seventy-six percent of the users of 
private brands reported an increased 
number of such items during the past 
five years. 

Eighty percent reported an increas- 
ing relative sales volume in private 
brands; 80 percent estimated their 
sales volume on private brands as 
more than half their entire business 
on such items. 

The survey indicated that in south- 
eastern and south central states pri- 
vate brands have made little head- 
way against nationally advertised 
brands. In the rest of the country, 
however, a considerably larger num- 
ber of wholesalers handle private 
brands than distribute nationally ad- 
vertised products exclusively. 

Some of the wholesale grocers who 
replied to the questionnaire said the 
increase in the use of private brands 
is a result of using nationally adver- 
tised goods as loss-leaders. 


Six Million 
Join Lifebuoy 
Health League 


Cambridge, Mass., March 18.—Over 
6,000,000 children have joined the 
Lifebuoy League of Health Guards, 
created by Lever Brothers Company, 
while 110,000 teachers have helped 
swell membership by suggesting use 
of the Lifebuoy wash-up chart. 

This chart provides space for the 
daily record of a child for four 
weeks. When it is completed, the 
child mails it to Lever Brothers with 
his name, age and address. In re- 
turn, he receives a merit badge and 
a membership certificate in the 
League. 

The chart has been widely adver- 
tised as an aid to mothers and teach- 
ers in teaching proper habits. The 
chart turns what is a chore for many 
children into a game. At its top is 
this pledge: 

“Cleanliness is the first law of 
health. I owe it to myself, my fam- 
ily, my school and my country to 
keep my body clean, strong and 
healthy—free from dirt and germs. 
rit try.” 

Samples of Lifebuoy are sent with 
the chart. 


Meet in Chicago for 


Big Coast Convention 
Members of the National Editorial 
Association will meet in Chicago 
July 13 for their convention on the 
Pacific Coast. 
A special train will carry the pub- 
lishers to San Francisco. 


Critchfield Gets Ibbett 


F. G. Ibbett has taken charge of 
dramatic production for the radio 
department of Critchfield & Cé., Chi- 
cago. He has been with both net- 
works, 


Mizen to “News” 


George E. Mizen has joined the 
national advertising department of 
the Cleveland News. 


Marc 
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Your 6 ustomers 
wrote these / tests of | 


advertising value 


EVEN basic tests. Conclusive and re- 

liable. Advertisers and consumers have 
recorded them for your guidance. You can 
safely apply them to get greatest value out 
of every dollar you spend in newspapers to 
cover the Chicago market. 

It is of immediate i importance to you that 
the Tribune sells more copies in Chicago 
and suburbs than does any other Chicago 
newspaper. 150,000 copies more. 

Unless you are in the Tribune you are not 
selling your best in this great market; you are 
not meeting your competition adequately. 

Secondary media won’t give you the re- 
sults which the Tribune produces. It won’t 
get you the 32% more metropolitan readers 
which the Tribune gives. 

It won’t get you the kind of reader inter- 
est that carries over from Tribune news 
columns to Tribune advertising columns. 

Interest that accounts for a Tribune home- 
delivered circulation far greater than that 


of all other Chicago newspapers combined. 

That sells 128,000 more copies of the 
Tribune than any other Chicago newspaper 
inthe city’s 25 better residential districts. And 
67% more in the rich suburban communities. 

That has given the Tribune the most in- 
fluential and responsive circulation in the 
entire Chicago territory. 


Apply these four circulation tests—and 
the Tribune is first on your list. 

Apply the three tests of advertising results. 
Again overwhelming evidence that the 
Tribune is the first newspaper in Chicago. 

Retail advertisers placed 1,790,000 more 
lines of advertising in the Tribune in 1931 
than in any other Chicago newspaper. 


Chicago Tribune 


THE WORLD'S GREATEST NEWSPAPER 


Eastern Adv. Office Southern Adv. Office 
NEW YORK ATLANTA © 
220 E. 42nd St. 1825 oy 
9g. 


Western Adv. Office 
SAN FRANCISCO 
820 Kohl Bldg. 


New England Adv. Office 
BOSTON 


718 Chamber of 
Com. Bldg. 


General advertisers placed 1,494,000 
more lines of advertising in the Tribune 
than in any other Chicago newspaper. 

Classified advertisers placed 1,779,000 
more lines in the Tribune than in any other 
Chicago newspaper. 

The Tribune in 1931 carried 5,064,000 
more lines of total advertising than any 
other Chicago paper carried. 

No matter how much or how little you 
plan to spend in Chicago in 1932, you ex- 
pect every dollar to doa job. Spend it, then, 
where you will get greatest value. 

Seven basic checkpoints, set up by your 
customers, used by publishers themselves 
to appraise newspapers. The Tribune by this 
seven-point test gives you greater value than 
any other Chicago newspaper. 

A Tribune representative will be glad to 
present further details if you wish. Ask to 
have him call. 
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Broader Definition 
Of Advertising Is 
Required, Warning 


Los Angeles, March 18.—With the 
contest to develop a definition of 
advertising entering its last lap, 
Frank H. Vizetelly, editor of the 
Funk & Wagnalls dictionary, has 
made a suggestion which may cause 
some contestants to revise their 
ideas. 


“Such a definition, of course, needs 
to be amplified to cover not only 
radio broadcasting, but sky - writing 
(by means of air-plane), the captive 
balloon (by sign design); firework 
and sky-rocket advertising; flash- 
light, and various other types must 
be included if the definition must be 
comprehensive.” 

The definition of advertising as 
given by the Funk & Wagnalls dic- 
tionary at present is “the act of 


making known by public notice; by 
extension, the art of announcing or 
offering for sale in such a manner 
as to induce purchase.” 

Brief definitions are also given of 
mail order advertising, outdoor ad- 
vertising, periodical advertising and 
street-car advertising. No other 
kinds of advertising are mentioned, 
so that the present scope of the dic- 
tionary appears to be limited. 


Must Be Comprehensive 


The contest sponsored by ADVER- 
TISING AGE closes March 31. All defi- 
nitions should be sent to Don 
Thomas, executive secretary of the 
All-Year Club of Southern California, 
1151 S. Broadway, Los Angeles. 

The winner will be presented with 
a suitable trophy. 


Truscon Steel Has 
Many New Lines 


Truscon Steel Co., Youngstown, O., 
has developed 15 or 20 new products 
in the last few months, Oscar W. 
Loew, sales promotion manager, said 
in an address. The new lines are 
being quietly introduced to the 
trade. 

“There is big business in the 
offing,” asserted Mr. Loew. 


“Farm Journal” Offers 


Quantity Discounts 


Quantity discounts and free extra 
color are being offered by Farm 
Journal, Philadelphia, with its May 
issue. 

Quantity discounts range as high 
as 15 per cent. Extra color is offered 
at no extra cost over black and white 
to advertisers using three pages 
within one year. 


Curtis Shifts Two 


A. J. Fernandez has become circu- 
lation manager of the Curtis Publish- 
ing Co., Philadelphia, being suc- 
ceeded as assistant to the advertising 
director by C. J. Clark. 


Test Marshmallow Copy 


The Chicago office of Erwin, Wasey 
& Co. is conducting a test campaign 
in Detroit newspapers on Puritan 
marshmallows. The manufacturer, 
Shotwell Mfg. Co., Chicago, is a new 
account. 


Ackerman Opens Chain 

Simon Ackerman Clothes, Inc., 
New York, will go direct to the con- 
sumer with a chain of retail clothing 
stores to be opened in every impor- 
tant city. Hirshon-Garfield, Inc., 
New York, has the account. 


Kneeland Moves 


H. L. Kneeland, late of the New 
York staff of the Chambers Agency, 
has joined the Husband & Thomas 
Co., New York. 


Hammond Drives on 


Two-Clock Market 


The Hammond Clock Co., Chicago, 
is driving on the two-clock market 
with a combination offer. 

Purchasers of a single clock from 
the low price line receive a coupon 
redeemable for the purchase price 
when applied on a high price clock, 
the offer being good until July 15. 


Direct Civic Publicity 


Walter F. Dunlap, Klau-Van Pieter- 
som-Dunlap Associates, and Irving 
C. Buntman, Milwaukee Herold, have 
been named chairman and vice-chair- 
man, respectively, of the publicity 
committee of the Milwaukee Associa- 
tion of Commerce. 


Royal Advances Miller 


Maxwell V. Miller has been 
named general sales manager of the 
Royal Typewriter Co., New York. 
He was formerly eastern sales man- 
ager. 


Udga Appoints Lowell 


Udga, Inc., St. Paul manufacturer 
of proprietary medicines, has ap- 
pointed the Mortimer Lowell Co., 
New York, to handle its national 
newspaper advertising. 


Harley to Agency 
Ralph Harley, of the promotion 
department of the Des Moines Regis- 
ter and Tribune, has become account 
executive with Fairall & Co., Des 
Moines agency. 


Van Deventer Director 

J. H. Van Deventer, editor of The 
Iron Age, New York, has been elected 
a director of United Business Pub- 
lishers, Inc. 


Roche Staff Expands 


Ethel May Pierce and Duke 
Ffutchinson, account executives, have 
joined the Roche Advertising Co., 
Chicago. 


for “TEST” 


city. 


down-town . 


No obligation! 


a star¥&market 


With a population close to the 700,000 
mark, Milwaukee is supposedly a ‘‘large”’ 
Yet its area is so compact, and its 
outlying shopping centers and residen- 
tial districts so easily accessible from 
. . that Milwaukee is virtu- 
ally a ‘‘small’’ town. This makes it ideal 
for try-out purposes. 
now, when new merchandising plans 
demand experimentation. 

Why not find out more about this 

made-to-measure market? We have 


the facts and figures. Ask for our 
new Outdoor Advertising Survey. 


CREAM CITY OUTDOOR ADV.CO. 


Milwaukee, Wisconsin 
Creators of Multi-color Process 24 Sheet Posters 


CAMPAIGNS 


Especially right 


NEW COOKERY 
CAMPAIGN IN 
PREPARATION 


(Continued from Page 1) 


purpose of putting another million 
electric ranges into homes during the 
next three years. 

The best prospects for ranges, it 
said, are among the 4,000,000 house- 
hold electricity users to whom gas 
is not available. 

“This field offers the most attrac- 
tive immediate prospects for the fur- 
ther development of electric cook- 
ing,” it asserted. “The three-year 
plan looks to this potential market 
for early results, with the gradual 
increase of electricity as one of the 
modern cooking agents in general 
use throughout the country. 

Preston S. Arkwright, president of 
the Georgia Power Co., Atlanta, is 
chairman of the National Electric 
Cookery Council. Mr. Hodge is the 
vice-chairman. Joseph W. Busch, 
Central Illinois Light & Power Co., 
Chicago, is chairman of the plan 
committee. W. A. Growe, advertis- 
ing director of the Edison General 
Electric Appliance Co., Chicago, is 
a member of this committee, in addi- 
tion to directing the Calrod cam- 
paign. 

The Cookery Council has estab- 
lished quotas as follows: 1932, 225,- 
000 electric ranges; 1933, 325,000; 
1934, 500,000. 

Active advertising will be with- 
held until local organizations 
throughout the country are ready to 
function in its support. 


Follow Refrigeration 


The campaign will be patterned 
after that for electric refrigeration, 
now in its third year. This is re- 
garded as extraordinarily successful, 
January sales of manufacturers who 
are members of the N. E. L. A. ex- 
ceeding January, 1930 by 3.4 per cent 
and January, 1931, by 55.2 per cent. 

Direct contact on the range cam- 
paign will be made through New 
York headquarters of the N. E. L. A., 
where the promotion manager will 
be stationed. 

Besides those named, the following 
comprise the National Electrical 
Cookery Council: 

Davis M. DeBard, Stone & Web- 
ster Service Corp., New York; L. R. 
Parker, Commonwealth & Southern 
Corp., New York; T. E. Roach, Na- 
tional Electric Power Co., New York; 
and C. E. Greenwood, commercial 
director, N. E. L. A., representing 
the utilities; Reese Mills, Westing- 
house Electric & Manufacturing Co., 
Mansfield, Ohio; A. L. Lindemann, 
Lindemann Hoverson Co., Milwaukee, 
Wis.; A. L. Smith, Walker & Pratt, 
Boston, Mass.; and L. C. Curtice, di- 
rector of range sectional activities 
of N. E. M. A., representing the 
manufacturers. 

Other members of the plan com- 
mittee are: 

J. H. Feister, Electric Bond & 
Share Co., New York; Marshall 
Adams, Westinghouse Electric & 
Manufacturing Co., Mansfield, O.; L. 
C. Riegel, Virginia Electric & Power 
Co., Richmond, Va.; M. E. Skinner, 
Buffalo, Niagara & Eastern Power 
Corp., Buffalo, N. Y.; A. C. Watt, 
Commonwealth & Southern Corp., 
New York, N. Y., and L. C. Curtice, 
headquarters, N. E. M. A. 


Launch “Electric 


Cookery Times” 


Electric Cookery Times, a trade 
semi-monthly, has been launched by 
the Hense-Martin Publishing Co., 
Cleveland. 

Carle B. Robbins is editor, and 
Joseph E. Axtell, advertising man- 
ager. F. Martin is New York rep- 
resentative. 


A. F. A. Drafts Tipper 


Harry Tipper, New York distribu- 
tion consultant, has been named 
chairman of the committee on by- 
laws of the Advertising Federation 
of America and governor of the sec- 
ond district. 


Revision of 
Grocery Rules 
Is Announced 


Washington, D. C., March 18.—The 
Federal Trade Commission has made 
several changes in the rules adopted 
by the grocery industry at its trade 
practice conference in 1928. 

The Commission substituted the 
following for Rule 8, Group II: 

“Deceptive prices on certain tem- 
porarily selected brands of adver- 
tised food specialties or staple mer- 
chandise, in order to influence con- 
sumers, creates the false impression 
that competitors are exacting an un- 
fair and unwarranted profit on all 
merchandise and is condemned by 
the industry.” 

The Commission accepted Rule 10, 
Group II: 

“The practice of compelling the 
purchase of several, or a group of 
products, as a condition to the pur- 
chase of one or more of them, is con- 
demned by the industry.” 

The Commission accepted Rule 17, 
Group II: 

“The substitution by a wholesaler 
ora retailer of another product for 
the product ordered is condemned by 
the industry.” 

The original conference was at- 
tended by 85 per cent of the brokers, 
85 per cent of the wholesale grocers 
and 80 per cent of the retailers, and 
an undetermined number of manu- 
facturers and chain stores. 


Classified 
Advertising 


The rate for this department is 
40 cents a line; minimum, $2. 


SERVICES 


THE YOUNGSTOWN LETTER 
SHOP, 305 Lerner Bldg., Youngs- 
town, O.; Phone 3-6257; Whether 
your order be for 100 or 100,000 let- 
ters, it will receive the same careful 
attention in our shop. 


POSITION WANTED 
Man, 20 years’ publishing experi- 
ence, wants Chicago connection— 
publisher, agency or _ advertiser. 
Copy writing, editorial, production, 
sales promotion. Box 128, ApDVERTIS- 
ING AGr, Chicago. 


FOR SALE 
Farm paper, best class, est. 10 
years, has developed unusual circu- 
lation plans, makes money, in- 
creases reader interest; offers silent 
or active partnership, $2,500. Box 
129, ADVERTISING AGE. 


PLYMOUTH WAR 
STARTS APRIL 3 


(Continued from Page 1) 


mouth on a Columbia network April 
3 and every Sunday thereafter. 

Advertisers, Inc., is in charge of 
the campaign. . 

Mr. Chrysler is reported to have 
driven a new Plymouth to Dearborn 
last week to give Henry Ford a per- 
sonal demonstration. Meanwhile 
rumors of a new Chevrolet eight are 
rife. 


Registration Declines 


Philadelphia, Pa. March 18— 
Registrations of passenger cars and 
trucks at the end of 1931 were 2 per 
cent below those of 1930, Automotive 
Industries estimates. 

The decline of 532,753 to 26,124,- 
319 was the first in the industry’s 
history. About 2,750,000 cars and 
trucks were either scrapped or 
allowed to stand idle in 1931. 


W. Ward Damon Dead 


W. Ward Damon, 67, veteran of 
the newspaper representatives’ field, 
died at Westport, Conn., March 12. 


“WATERPROOF” 
TOOTHBRUSH IS 
WESTERN SCOOP 


(Picture on page 14) 


Chicago, March 17.— The Western 
Company will spend $105,000 for a 
60-day magazine campaign, starting 
April 23, to introduce its new water- 
proof, glass-packaged toothbrush. 

Spreads and pages in color and 
smaller space in black and white will 
appear in Good Housekeeping. Mc- 
Call’s, Ladies’ Home Journal, Satur- 
day Evening Post and Woman's 
Home Companion. The advertising 
is directed by Kenneth Laird, adver- 
tising manager, and Mitchell, Faust, 
Dickson & Wieland, Chicago agency. 

In addition to the waterproof and 
package features, the copy merchan- 
dises a guarantee of perfect satis- 
faction and a choice of ten colors, 
four of them new. 

The “sealed in glass” package is 
considered second in importance only 
to the waterproof bristles. 


New Sealed Package 


The package is an oval tube, the 
opening being sealed with trans- 
parent cellulose. The band label, 
lithographed in color, occupies less 
than one-tenth of the surface of the 
package. 

Still life illustrations are used ex- 
clusively in the magazine advertise- 
ments. For novelty and to suggest 
quality, cut flowers are used for the 
background of color advertisements. 
Black and white illustrations are 
modernistic with type photographed 
iv the background. 

Copy claims the waterproofing 
process ends soggy toothbrush an- 
noyance and loose bristles, and im- 
proves cleansing action. The process 
is protected by patent application. 

The Western Company consistently 
allots between 35 and 40 per cent of 
its appropriation to point-of-purchase 
advertising. Dealer aids range from 
a comparatively inexpensive counter 
display carton to elaborate window 
displays and glass display cabinets. 
They are all free with merchandise, 
the size of the order determining 
the quantity and value of the display 
material the dealer may choose. 


Livestock Magazines 
Organize Sales Unit 


Nine livestock magazines have 
formed a sales organization, National 
Livestock Magazines, Chicago, with 
B. J. Parsons and P. H. Dempers as 
co-managers. 

In the group are American Hamp- 
shire Herdsman, American Hereford 
Journal, American Sheep Breeder, 
Chester White World, Duroc Sen- 
tinel, Livestock Feeder, Poland China 
Journal, Shorthorn World and Farm 
Magazine and Spotted Poland China 
Digest. 


Auspitz Makes Change 


Irving D. Auspitz has resigned as 
account executive of the United 
States Advertising Corporation to.be- 
come director of merchandising for 
Hurja-Johnson-Huwen, Inc., Chicago 
agency. He will service the Arling- 
ton clock account. 


Get One Minute Washer 


The Bailey-Larson Advertising 
Agency, Marshalltown, Ia., has been 
appointed by the One Minute Washer 
Co., Newton and Des Moines, Ia. 
Newspapers will be used. 


Sell Iowa with 


color 


in the 


DES MOINES 
REGISTER AND TRIBUNE 


Color anyway you like it . . . one color 

and black in Daily or Sunday news sections 

four colors in Sunday Rotogravure 

. . four colors in Sunday Comic 
and Feature Sections 


Circulation exceeds 245,000 
Daily and 210,000 Sunday 


section . 
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‘li NOW...A MILLION Il 


~ Guaranteed Circulation 
Beginning with June, 1932 Issue 


SCREEN BOOK 

HOLLYWOOD 

SCREEN PLAY 
TRUE CONFESSIONS 


Reaching one of the most responsive markets in the world today... the younger women of 
America with their many wants and their well established habit of getting what they want. 


Advertising rates will be increased beginning with June issues. Even at the new rates, this 
group will be a real buy... BUT 


lf You Order Before April 15 You Will 
Get the Greatest Space Bargain of the Year! 


Orders for definite space and dates for the remainder of 1932 will be accepted at the old 
rate if placed before April 15, 1932. With a guarantee of 1,000,000 we expect to 
deliver a bonus of 200,000 (in accordance with past performance). With this new guaranteed 
circulation of 1,000,000... at the old advertising rate... you get a price of 


$1.19 per Page per Thousand! 


There isn't anything in a space buy in this field that even approaches this value. Don’t 
miss it... get your orders in at oncel 


OLD RATES ALL FOUR MAGAZINES NEW RATES 
$1190.00 Page . $1700.00 
794.47 2 Columns 1133.90 
399.36 Single Column 566.95 
3.15 Line Rate 4.25 


FAWCETT PUBLICATIONS, INC. 


Also publishers of Modern Mechanics and Inventions, Mechanical Package Magazine, 
Battle Stories, Triple X Western, Startling Detective Adventures, Amateur Golfer. 


CHICAGO OFFICE: GENERAL OFFICES NEW YORK OFFICE: 
35 E. Wacker Drive Minneapolis, Minn. 52 Vanderbilt 
Phone State 2955 529 So. 7th St. Phone Murray Hill 2-1555 
Phone Main 7331 
LOS ANGELES OFFICE: SAN FRANCISCO OFFICE 
1206 S. Maple Ave. 1625 Russ Building 
Phone Prospect 5775 e Phone Douglas 4994 
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March 19, 1932 


OTOGRAPHIC REVIEW ae THE WEEK® 


HELPING BEACH BEAUTIES ENDURE HARD SUMMER 


Balloon tires and spring-filled cushions are features of a new chaise longue designed by Gilbert Rohde, 
New York decorator. It was popular at Southern resorts this winter and will do duty in the North 
during the summer. 


GLASS HOUSES NOW IN SIGHT 


DENTAL. SURGERY. 
DR. JOHN HARRIS, 
DS foe ESPECTFULLY ioforms the citi 
of Barve ridge and Contpnens 
towne, ‘wat be has just recesved a large 
sopply of 
Surgical Instruments,» 


Among #hich area full set. for the prac- 
tice of Dental Surgery From bis keow- 
ledge of tue Medical Profession. Surgery 
ahd Dental Surgery 1m particuler, be fat- 
ters himself that he shall be able to ren- 
der geveral satisfaction to all, who may 
hate oecasion toemploybim He will 
set Artaicial: Teeth with much perman 
ewcy and so natural in appearance, as to 
escape detection; and,witbout that pain 
so Cyesequent spon the e@peration, 28 
perfonned by mst Dentisie—cure all 
cases of Scurvy of the Teetlh—presarve 
these that ere decaying. by p-ugging— 
ex'ratt all kinds of Veeth aud Stumps, 
With ese; and perfurm evéry utber ape- 
ration of a Dental character. 
Bainbridge, Feb, 7. 1828 52tf 


preserve "surgical sterility." 


OLD DENTAL COPY 


There is nothing new about ad- 
vertising dentists, the Journal of 
the American Dental Association 
points out, reproducing these 


early samples. 


NEW THIN 


INTRODUCING WATERPROOF TOOTHBRUSH 


This i is how the Western Company will asihae the advan- 

tages of its new waterproof toothbrush, sealed in glass to 

Figures used in copy are cer- 

tified by Columbus Laboratories, Chicago. 
Page 12.) 


(Story on 


E. PARMLY, 


DENTIST, 


INTENDS staying in this city a few és, che and 
will devote a share of his tine to the dutics of 
his profession. Having received the mest iat- 
tering encoursgement from the inhabitants of 
Montreal and Quebec, (where he regukely 
studied this surgical branch ef science) also froma 
the citizens of Vittshurgh, Lexington and Louis 
ville, he cannot bat expect similar patron: ‘ee 
from the gay, the fashionable, and the wealtl:; 
this young and flourishing me tropalis. 

Application to be made at his lodgings at Mbs. 
Burley's, Main strect. ; 

November 3, (817. b5tf 


Corning Glass Works, Corning, N. Y., has developed this glass 
brick, called commercially practical for non-weight bearing walls. 


ADJUDGED BEST SET-UP BOX 


_) 


—Photo by Westervelt 


The death of George Eastman came as his company started advertising and distribu- 

tion for a new thin model camera, styled by Eastman engineers in collaboration with 

Walter Teague. Mr. Eastman was deeply interested in the new model, perfected only 
after two years’ experiments. 


This package won the Wolf honorary award of the American Management Asso- 

ciation for the best set-up box of the year, on the basis of appearance, utility 

and saleability. It was entered by the Eaton Paper Co., Pittsfield, Mass. 
Albert Hackman is the designer. 
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